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Executive summary 
Move About AS is a Norwegian car sharing provider that is established in the 
German market. 
 
The goal of this thesis is to identify ways for Move About to strengthen their 
position in the German market.  
 
In order to acquire the relevant information, the authors have conducted an 
external analysis, an internal analysis and a survey. The findings are 
represented in a SWOT analysis. To conduct these researches the authors have 
used theories relevant to Move About’s situation. 
 
Through the research, the authors found that Move About has potential to 
become the leading provider of electrical car sharing services in the German 
market. 
 
Move About is recommended to position themselves as a focused differentiator 
exclusively focused on environmental friendly and cost-effective transport in 
strategic areas in Germany. In addition, Move About should negotiate strategic 
partnerships with existing car sharing providers.  
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1. Introduction 
This thesis is written as the final project of our bachelor’s degree in 
International Marketing. The International Marketing program is a cooperation 
between BI Norwegian Business School and University of Mannheim.  
 
The thesis is written in cooperation with Move About AS. The purpose of the 
thesis is to provide Move About with information on the German market and 
its competition, and to give the company a strategic recommendation.  
 
We will focus the thesis on Move About’s concept for the German consumer 
market. As of now, we will refer to the German department of Move About AS 
as Move About. 
 
1.1 Problem definition 
The problem definition was developed through cooperation between the 
authors of the thesis and Markus Spiekermann, head of Move About Germany. 
This was to ensure compliance between the thesis and Move About’s wishes. 
 
“How can Move About further expand their automatic e-car rental  
service within the German consumer market and create a sustainable 
competitive advantage over the next three years?” 
 
1.2 Research questions 
According to Gripsrud, Olsson and Silkoset (2010), the research questions are 
a few questions that in total sum up everything that needs to be answered in 
order to accomplish the research aim. As Move About needed to know about 
whether or not there is a market for their public concept in Germany, these 
were the research questions: 
 
 Is there room in the market for a car sharing provider focused solely on 
electrical cars? 
3 
 
 Is the electrical car sharing market large and profitable enough to be 
attractive? 
 Is Move About’s concept attractive for German consumers? 
 
1.3 Research limitations 
 As we are students, we have had a limited amount of resources to use 
on the thesis.  
 The amount of responses on the survey is not big enough to generalize 
the responses. 
 Our survey was geographically limited to the Mannheim area.  
 We did not have any prior knowledge of Move About or the German 
car sharing market. 
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2. MoveAbout 
 
2.1 History 
Move About was founded in Norway in 2007, with a vision of creating a 
convenient, cost-effective and fun way of personal mobility that would use as 
little energy, production resources and public space as possible. The result was 
a car sharing service that offers electrical cars under the motto “Zero Hassle – 
Zero Emissions”. The company started offering their service in Norway, and 
has over the past few years extended their services to a total of 100 cars in 
service in Sweden, Denmark, the UK and Germany in addition to Norway. 
Move About has more or less independent sales offices in Sweden and 
Germany, while the Danish market is operated from Norway. All offices 
participate in monthly ops-meetings, where sales, cash flow, budget etc. are 
reported. In addition, the mother company in Norway has board meetings 
where all other offices have to report. 
 
The German part of the company was founded in 2009, and since 2010, Move 
About has cooperated with Bosch Car Service Organization when it comes to 
service of the cars and education of employees. Among Move About’s business 
customers are big, international companies such as IKEA, Microsoft and 
KPMG. Today, Move About has 150 users in the German market, and the 
number is growing. They currently have five charging stations in Germany, 
located in Lübeck, Bremen and Nienburg. In addition, four new stations will be 
opened in June 2013, incidentally in Düsseldorf. 
 
Since 2009, Move About has been partner in several R&D projects that were 
initiated by the German government to increase the use of electrical vehicles in 
Germany. This was due to the fact that big companies in Germany have been 
very reluctant to use electrical vehicles because their business with petrol cars 
is going very well. Smaller companies made large corporations aware that 
electrical cars perform well, which led to electrical vehicle utilization in 
companies such as Volkswagen, Daimler, BMW and Opel. As there were few 
electrical cars in the German market in 2009, Move About provided both 
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electrical cars and expertise about these cars. As a partner in such projects, 
Move About will have some subsidies to cover costs. These subsidies are 
different according to the company’s size, and are often given if the company’s 
services cannot be offered at a low price. In the case of electrical cars, the lease 
price is approx. 400 to 600 € pr. month, according to MoveAbout. The lease 
price for a petrol car is approx. 100 € pr month. As a result of the partnership in 
these projects, Move About gains market access, experiences, a network and 
marketing in the German market.  
 
2.2 Concepts 
Move About offers different kinds of mobility solutions both for the consumer 
and the business markets. For the consumer market, the concept is as follows: 
you order an electrical car online, you pick the car up from the nearest charging 
station and you drive off. You can return the car to any Move About station 
when you are done driving. The stations are located conveniently in the city, 
and the customers use their individual key cards to lock and unlock the cars. 
The service is available for a monthly fee, and is available for members only. 
In addition, the price is determined by the amount of time the customers use 
the car.  
 
For the business market, Move About offers dedicated vehicles that can be 
used 24 hours a day, 7 days a week. They also offer to brand the cars with the 
company’s logo, 24 hour roadside assistance, change of tires, technical 
maintenance and service, refilling of wiper fluid and cleaning of the cars. This 
is all included in the monthly fee the company pays. Every employee will then 
have an individual key card for the cars. 
Corporate customers can choose between two different solutions. In the 
Exclusive Business Model, the Move About cars are located at the company’s 
property, for their exclusive use. The cars may also be used by the public if the 
company allows it. In the Corporate/Public Business Model, the cars are 
located at central public charging stations. These cars can be used by both the 
public and business customers. This solution allows several companies to use 
the same cars.  
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Move About distinguishes its segments based on the consumer and business 
markets. For the consumer market, people with a green lifestyle, who care 
about health and the environment is the target market. For their business 
concept, Move About considers companies with 50 to 200 employees or 
companies with a corporate social responsibility program as their target 
market. 
 
2.3 Technical details 
Move About divides the technical aspect of their business into three categories; 
vehicles, energy source and charging. 
 
Move About’s current main vehicles are the THINK city electrical cars. 
According to Move About’s webite, these were the first mass produced 
electrical cars in the world. Fully charged, these cars have a range of approx. 
160 kilometers, and their maximum speed is approx. 100 km/h. The small size 
of the cars make them ideal for two persons driving and parking in urban areas, 
but the cars still have big trunks. The THINK City cars also have a central 
locking system with a remote control and an ABS brake system, and are the 
first electrical cars to have the European CE conformity mark and to meet EU 
homologation requirements. THINK City was the first electrical car to have the 
M1 safety certificate (moveabout.biz). 
 
Move About writes on its website that the energy source of the THINK City 
cars is ZEBRA batteries, produced by MES-DEA SA in Switzerland. 
According to Move About, these batteries contain sodium and nickel chloride 
and do not cause any electro chemical ageing as long as the battery is used at 
ideal temperatures. Because of this, the ZEBRA batteries are well suited for 
use in vehicles that are charged regularly. The batteries do not require 
maintenance; they have a long life cycle and are recyclable (moveabout.biz). 
 
According to Move About, the THINK City cars can be charged through 
regular wall sockets of the kind that everyone have in their house or their 
garage. Move About’s current charging stations are located both in garages and 
in public areas. In the garages, the cars are charged through such regular wall 
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sockets. The public charging stations are as of today delivered through the 
companies EBG and Veniox. The EBG stations are owned by the local utility, 
while the Veniox stations are owned by the local public. Move About is 
currently developing new charging stations to be used on future locations in 
Germany. 
 
2.4 Current situation 
In Germany, Move About is currently operating through partnerships with 
existing operators in the market. Their capital has increased from 25.000 € to 
500.000 € by January 2013 due to Ecomobilité ventures’ investments of 2 € in 
Move About. Due to limited personal resources, Move About is experiencing a 
relatively slow growth.  
 
The company’s marketing activities include presence at national and 
international Trade Fairs, such as the Hannover Trade Fair, specialized Fleet-
Manager Fairs and the Fuhrparkforum Nurnburgring. Move About also uses 
flyers in cooperation with partners, and they are present and speak at various 
conferences to make companies more aware of the benefits of sustainable and 
cost effective transportation. Move About has a standardized business model 
such that central elements can be transferred to all markets. However, Move 
About has lowered its prices in the German market, as the German market has 
much more competition regarding car sharing, company cars and fleet 
management. Due to this, Move About has based its prices on the price level of 
other car sharing providers in the market, in addition to cost calculations 
carried out by e.g. Automobile clubs. 
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3. Methodology 
 
3.1 Introduction 
This section will describe which methods were used to collect the data 
necessary for answering the research questions and the problem definition, and 
why these exact methods were used. 
 
3.2 Research design 
 
3.2.1 Explorative design 
Gripsrud, Olsson and Silkoset (2010, 39) write that an explorative research 
design should be used if the researcher does not have sufficient knowledge 
about the specific field of research. They also write that one of the goals of this 
design is to understand and interpret the current situation in the field of 
research. We chose to use the explorative design for the secondary data 
collection, as we had limited prior knowledge of the German car sharing 
market. 
 
3.2.2 Descriptive design 
After using an explorative design to identify various aspects of the German car 
sharing market, we chose to continue by using a descriptive design for our 
primary data collection. According to Gripsrud, Olsson and Silkoset (2010, 
41), the goal of the descriptive research design is to describe the current 
situation in the field of research. To do this, we conducted a survey. 
 
3.2.3 Causal design 
Gripsrud, Olsson and Silkoset (2010, 45) describe the causal research design as 
a method to test the possible correlation between causes and effects. This 
design utilizes an experimental approach, and due to this, the causal research 
design was not applicable for our thesis. 
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3.3 Data collection 
 
3.3.1 Primary data 
To answer our research goals, we sought to acquire insight in the German 
consumer market’s basic knowledge of car sharing and the general attitude 
towards car sharing. Move About did not possess much information regarding 
this, and we had limited knowledge of German consumers. To acquire the 
necessary information about the consumers and their attitudes, we conducted a 
survey. 
 
3.3.2 The survey 
The survey consisted of 31 questions covering both demographic questions and 
questions about car sharing. In total, we got 94 responses from people in all 
demographic segments. As we were addressing the German consumer market, 
the survey was written in German to acquire the most accurate answers. In 
addition to asking people around the city, the survey was spread online through 
diverse groups on Facebook. 
 
We started the survey with a question to identify the respondents who had their 
own car, as we suspected that people who already own a car are likely to be 
less interested in using a car sharing service. 59 of the respondents did not own 
a car, while 39 of the respondents did. However, the responses show that more 
than 50% of the respondents would consider using a car sharing service, 
regardless of whether they own a car or not. Almost all of the respondents also 
found it very likely that they would own a car in the future, despite that most of 
them also thought that owning a car is expensive. 
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Fig. 1: Likelihood of using a car sharing service  
 
We asked a question about what means of transport the respondents are 
currently using when they go shopping, run errands, go on vacation, get to 
work or school, visit friends and when they transport heavy goods. The 
answers show that the respondents often use public transport or environmental 
friendly alternatives, such as bikes, when they are running errands close to 
home. When they transport heavy goods or go away on longer trips, the 
majority of our respondents choose to go by car. For vacations, many also 
choose public transport. 
 
 
 
Fig. 2: Means of transport used in different situations  
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About 50 % of the respondents would consider using a car sharing service if 
they did not own a car and needed a car temporarily for running errands in their 
own city. Many respondents would also consider car sharing for shorter 
vocational trips and when getting around in a big, unknown city when already 
on vacation. Only a few respondents would consider using car sharing for 
longer holiday trips and for commuting between train stations and their place 
of employment. We also gave the respondents the opportunity to inform us if 
they would use car sharing for other purposes than the ones mentioned. Four 
respondents answered that they would use car sharing when they needed a car 
for moving heavy goods, such as furniture. Other respondents would use car 
sharing services to save parking costs when living in a city and for evening- 
and night shifts at work. 
 
 
Fig. 3: In what situations would you use car sharing?  
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linked to which providers are available in a specific area and to what degree. 
Hence, Flinkster and Stadtmobil are the providers with most awareness, as 
these are the providers with the largest density of stations in the Mannheim 
area. 
 
 
Fig. 4: Customer awareness of different car sharing providers  
 
The respondents were asked to rank the following features on a scale from 1 to 
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Fig. 5: Importance of attributes  
 
We also found that the majority of the respondents were willing to pay between 
1% and 10% more than the price of a regular car sharing service for the value 
of an environmental friendly car sharing service. 11 of the respondents were 
not willing to pay more. The majority of the respondents were also open to the 
idea of actually using an environmental friendly car sharing service. 
 
 
Fig. 6: Willingness to pay more for environmental friendly car sharing service  
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car, driving the car, parking the car and travelling with the car. The majority of 
the respondents thought charging the car would be a problem, while most 
thought that driving, parking and travelling with the car would be relatively 
easy. 
 
 
Fig. 7: Using an electrical car  
 
In general, the respondents also thought that an electrical car would perform 
quite well for shopping, running errands and getting around in a city, while 
they perceived that the electrical car would perform poorer for vacations. 
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Fig. 8: How interesting is  Move About’s  concept?  
 
Fig. 9: How interesting is  Move About’s  environmental focus?  
 
Fig. 10: Preference of Move About  
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3.2.3 Evaluation of the survey 
The total number of respondents of the survey is not large enough to make 
general assumptions about the German consumer market as a whole. 
 
The majority of the respondents of our survey were students. Students are in 
general more inclined towards answering surveys of fellow students. They are 
also more convenient to reach as they use Facebook. As a result, this limits the 
reliability of our market research as the responses are not representative. 
 
All of the responses that were collected without use of the internet were 
collected in Mannheim. There is also reason to believe that the majority of the 
online responses were submitted by respondents living in Mannheim, as the 
survey was spread through Facebook groups connected to the University and 
the Mannheim area. Because of this, the responses may not be applicable for 
other regions of Germany. 
 
We received roughly 20 responses that were not completed, as some 
participants had difficulties understanding and relating to the concept of car 
sharing. In addition, several participants expressed that they did not have any 
knowledge of how to actually use an electrical vehicle and found it challenging 
to answer the survey. We noticed that this attitude was most common among 
older participants.   
 
If we had more time and resources, we would have conducted a nationwide 
survey with more and versatile respondents. Since car sharing services are 
mostly developed for urban areas, we would have included questions about 
how much emphasis consumers put on the overall convenience of getting 
around with an electrical vehicle. Factors such as free parking and the liberty to 
drive in bus lanes would be essential. This information would have contributed 
to customize the marketing mix. 
 
 
18 
 
3.4 Secondary data 
Gripsrud, Olsson and Silkoset (2010) write that external sources are the sources 
of information that comes from outside the company, while internal sources are 
the sources from within the company. 
 
To acquire knowledge of the various aspects of the German car sharing market, 
such as different car sharing services, the competition in the market, the price 
level and the use of electrical cars in Germany, we used various external 
sources from the internet. These sources include the different car sharing 
providers’ own websites and government pages. 
 
In addition, marketing and methodology textbooks were an external source to 
help us understand and describe the theory behind all our analyses. 
 
To acquire knowledge about Move About, we had a very good internal source 
in Mr. Spiekermann, head of Move About’s German department. In addition, 
we found much information on the company through Move About’s several 
websites. 
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4. External Analysis 
 
4.1 Introduction 
According to Thompson et. al. (2012, 97), the external analysis is a diagnosis 
of the company’s external environment. This analysis is crucial to craft a 
strategy in accordance with the situation of the company. 
In this section, we will analyze the external environment of Move About to 
identify its competitive situation. 
 
4.2 German car sharing market 
This section is dedicated to describing the general market conditions, the main 
competition and barriers in the German car sharing market. 
 
The car sharing market in Germany is a rapidly growing market. Each year, 
numerous new car sharing service providers enter the German car sharing 
market. According to the most recent report from the German Association for 
Car Sharing, the number of car sharing users in Germany increased by 15,8 % 
through the year of 2011, and by January 2012, the total number of car sharing 
users in Germany amounted 220.000 members. The figures also show that the 
number of car sharing vehicles available increased by 12 % within the same 
year, and that by January 2012, the total number of car sharing vehicles were 
5.600, distributed at 2.700 charging stations located in 309 cities and 
communities all over Germany. 
 
There are car sharing stations located in most states in Germany, but the 
majority of the stations are located in the western and southern parts of 
Germany. According to the German Association for Car Sharing’s records, 
Baden-Württemberg and Bavaria are the states with the biggest car sharing 
density.  
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4.2.1 Market structure 
The car sharing market is characterized by having a small number of large 
competitors which combined hold a large portion of the market share. 
Generally, the competitors keep their prices on an equal level. This form of 
market structure is called an oligopoly. In an oligopoly market, competition is 
strong, and actors in the marked need to monitor their competitors diligently to 
be able to keep or increase their position in the market. In this type of market 
structure, it is especially important to keep tabs on competitors’ price policies, 
as prices will be greatly defined by the actors’ movements in the market.  
(Solberg 2009, 242) 
 
The competitive situation in the German car sharing industry is gradually 
becoming more differentiated, where competitors are developing strategies to 
serve specific segments in the market.  
 
4.2.2 Main competition 
4.2.2.1 Flinkster  
The providers with the largest distribution of car sharing stations are Cambio 
and Deutsche Bahn’s car sharing project Flinkster, which are present in 100 
and 140 cities and regions, respectively. Flinkster offers vehicles from both 
their own car fleet and from various partners across Germany. Flinkster has 
more than 800 stations, and they operate with special beneficial conditions for 
frequent railway travellers to fully take advantage of their strong position as a 
big transport provider with a large customer base in the German market.  
 
4.2.2.2 Cambio 
Cambio came into existence in 2000 as a result of a merger between different 
car sharing companies in Germany and Belgium. Cambio has its own charging 
stations in 15 cities and are present in the rest of Germany through partnerships 
with other service providers, their biggest partner being Stadtmobil.  
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4.2.2.3 Stadtmobil 
Stadtmobil was created in 1999 and is a joint venture between 7 regional car 
sharing providers under one brand, website, booking system and marketing 
strategy.  Stadtmobil is currently located in 7 cities and regions, and has good 
coverage in these areas. 
 
4.2.2.4 Car2go 
Several car manufacturers are also entering the German car sharing market. 
Among the biggest being Daimler with car2go, and BMW with DriveNow. 
Car2Go was created in 2008. The company offers its services in 6 German 
cities. The company’s car fleet in Germany consists of approximately 3000 
petrol and electrical vehicles, where Stuttgart and Ulm are the only cities with 
electrical cars at the moment.  
 
4.2.2.5 DriveNow 
DriveNow is a joint venture between BMW and Sixt. The company was started 
in 2011, and now provides car sharing in several European cities. As of 2012 
the company operates with a fleet of over 1000 vehicles both petrol and 
electrical cars. They currently offer their services in Berlin, Köln, Düsseldorf 
and Munich. 
 
4.2.2 Barriers  
There are also some possible barriers in the German car sharing market. As 
mentioned earlier, some consumers may have problems relating to and 
understanding the concept of car sharing.  
 
As for electrical car sharing, some additional barriers occur. The German 
infrastructure is underdeveloped in regard to the low availability of charging 
stations for electrical vehicles. We also found in our survey that the consumers’ 
perception of electrical cars differs from their perception of petrol cars. Many 
consumers do not think an electrical car will perform as well as a petrol car. 
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According to the website of Angela Merkel and the German government, they 
are working on a transport plan that includes better facilitating for car sharing 
and electrical cars to lessen these barriers.  
 
4.3 PESTEL 
According to Selnes (2010, 231), market growth drivers can be identified by 
using the PESTEL framework. PESTEL stands for six factors that may have an 
effect on the market growth, and are found in the company’s external 
environment. The PESTEL factors are Political, Economic, Social, 
Technological, Environmental and Legal factors. The effects these factors have 
on the markets and industries may be both positive and negative. 
 
 
 
Fig.  11: PESTEL framework 
 
4.3.1 Political factors 
Selnes (2010, 231) writes that the political factors are connected to which 
degree the government or public institutions are involved in the economy, the 
markets and their activities. 
The German government has, through its sustainability strategy, set a goal that 
transport has to be divided from the economic growth of the country. They are 
aiming for a transport system where all different means of transportation can 
work synergistically in transporting goods and people. Car sharing is promoted 
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as a both affordable and environmental friendly means of transport as the 
number of cars in Germany would be reduced if people started using car 
sharing. The government encourages the people to consider if they need a car, 
or if car sharing would be a better alternative. This initiative will influence the 
car sharing industry positively.  
4.3.2 Economic factors 
According to Selnes (2010, 231-232), interest rates, inflation, taxation changes, 
exchange rates and economic growth are economic factors. He also writes that 
changes in these factors can have major impact on different markets, either 
directly or indirectly. 
 
The high prices of buying and owning a car may affect the industry. The 
respondents of our survey perceived buying a car and owning a car to generate 
very high costs. For someone who does not need a car as often, these costs will 
be large and unnecessary. Due to this, the financial aspect of car sharing may 
seem appealing. 
 
The Euro crisis could affect the industry, as the car sharing industry tends to be 
countercyclical from the fluctuations in the economy, meaning that strong 
negative fluctuations could boost the car sharing industry. 
 
For electrical cars, there are some economic factors that may affect the 
industry. The German government has introduced plans for tax exemption for 
cars with CO2-emissions lower than 50 grams pr. kilometer that are bought 
before the end of December 2015. This may lower costs for car sharing service 
providers. In addition, the government is donating almost 2 million € to 
research on electrical mobility, and is working to improve the conditions for 
electrical cars by installing more charging stations and making them more 
accessible. 
 
4.3.3 Social factors 
In Selnes (2010, 232), social factors are described as changes in demographics, 
e.g. population growth and changes in proportions between genders, in addition 
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to demographics such as wealth, employment, education, income, mobility, 
households, location and whether or not people own their home. 
 
Car sharing is a growing industry in Germany, according to the German 
Association for Car Sharing. The German government is also, through their 
website, encouraging the people to consider their choices with regard to the 
environment, and it is becoming trendier to be environmental friendly. This 
leads to a growth in the use of car sharing services.  
 
As shown by the answers of our survey, many of the respondents living in 
cities did not find themselves in need of a car. This is due to a number of 
reasons, such as well-developed public transport and expensive and limited 
parking possibilities. However, sometimes even these respondents will be in 
need of a car. In such situations, car sharing would be ideal.  
 
4.3.4 Technological factors 
Selnes (2010, 232) writes that technological factors are factors such as creation 
of new products or new processes in the markets, and that this technology may 
impact the markets through improvement of quality, reduction of costs and 
creation of completely new markets. 
 
One of the main technologies of the car sharing industry is the customer key 
cards used. These cards are used as a key enabling the members of the car 
sharing service to enter the car and to lock it when they leave it. Changes to 
this technology may have impact on the industry. 
 
Car technology is always in constant change. Due to this, the technology of car 
sharing may also change in accordance. 
 
There is also constant development in the technology of charging stations for 
electrical cars. Over time, this may influence the industry. 
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4.3.5 Environmental factors 
According to Selnes (2010, 232-233), environmental factors include factors 
such as weather, climate and climate change, which can affect industries both 
directly and indirectly. An example of direct impact is that climate change can 
lead to weather changes that either improves or worsens the conditions for 
certain industries. An example of indirect impact is when climate change leads 
to increased awareness of environmental questions, and wind mills are more 
popular due to their environmental friendly production of electricity. 
 
Climate change is the reason for the big environmental focus in Germany. 
Today, there are projects that promote environmental friendly solutions in a 
wide range of industries, from creation of electricity to food. Sharing a car with 
others reduces both CO2-emissions and costs, and may be seen as a good 
means of transport for many Germans. 
 
As Move About’s concept is even more attractive for consumers with an 
environmental focus, the interest for environmental friendly solutions may 
have a positive influence on the business’ growth.  
 
Governmental initiatives will also have a positive impact on Move About’s 
business. The German government is working towards a goal of 1 million 
electrical cars by 2020 and 6 million by 2030. These measures will not only 
lead to a decrease in emissions, but also lower Germany’s dependency of oil.  
 
4.3.6 Legal factors 
Selnes (2010, 233) writes that legal factors include laws that are related to both 
sides of the markets; supply and demand. Changes in such laws can lead to 
new standards for product features such as quality, selling methods and 
distribution methods. The legal factors may also be restrictions on usage of 
products. 
 
The German government has legislation change for electrical cars as part of 
their transport section in the sustainability strategy. This legislation includes 
electrical car-only parking areas, easing of driving prohibitions, free parking in 
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city centers, free electricity at charging stations and permission to use bus 
lanes.  
 
4.4 Porter’s five forces 
 
According to Thompson et. al. (2012, 102), Porter’s five forces is used to 
acquire knowledge of the forces in the industry and for determining their 
strength of competitive pressure. Analyzing these factors provides the company 
with important information to understand the market conditions it’s facing. 
 
 
Fig.  12: Porter’s Five Forces  
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RIVALRY 
AMONG 
COMPETING 
SELLERS 
FIRMS IN OTHER 
INDUSTRIES 
OFFERING 
SUBSTITUTE 
PRODUCTS 
BUYERS 
POTENTIAL NEW 
ENTRANTS 
SUPPLIERS 
28 
 
The car sharing industry mainly operates with a price scheme consisting of a 
one-time registration fee, and/or monthly rates. The one-time registration fee is 
relatively low and does not induce high processing by the consumer, whether 
or not to emit to the car sharing service. On average, the monthly rates are not 
binding for more than a month at a time, which means that the costumer can 
cancel the membership at any time without further economical obligation to the 
company. The other fees are generally variable, and directly connected to the 
usage of the product. None of the competitors included in the report operate 
with fees connected to cancellation of the membership. Due to this, buyers 
switching costs are low in the car sharing industry, as the economical 
consequences are fairly low for the consumer. This adds to the rivalry between 
competitors. 
 
When it comes to differentiation between competitors in the market, there are 
two main strategies seen in the German car sharing market. DriveNow 
differentiates themselves from the competitors through offering luxury cars. 
Due to this, DriveNow has the role as the premium provider in the market. The 
other differentiation strategy commonly utilized in the market is a varied offer 
in terms of car models. Companies such as Cambio offer a broad spectrum of 
cars to be able to satisfy the customers’ every needs of transportation. 
Cambio’s cars are ranging from small electrical or city cars to vans and mini 
busses. All of these cars are perceived as practical and comfortable rather than 
luxury brands. Due to this, there is some differentiation in the market. 
 
In the car sharing industry all forms of booking are made online or by other 
electronic devices. Due to this, sales offices and employees to assist customers 
are non-existing. The fixed costs related to the car sharing industry mainly 
consist of management salaries, office space for the management, insurance 
and loan payments, and the fixed costs can be considered as low. 
 
The car sharing market in Germany is characterized by joint ventures, 
partnerships and mergers. This has resulted in an industry where many 
competitors are relatively equal in size and strength. There are also smaller 
companies on the market, but these are local providers without domestic 
representation. The German car sharing market is mainly dominated by a few 
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big competitors who are growing to be of roughly equal size and strength, 
which increases the competition. 
 
The car sharing industry does not require large investments in specialized 
equipment or hard to sell merchandise. This makes the exit barriers in the 
German car sharing market low. 
 
Due to this, the rivalry among competing sellers is high. 
 
4.4.2 Threat of potential new entrants  
Thompson et. al. (2012, 110) write that the threat of potential new entrants is 
stronger when entry barriers are low, the members of the industry will have 
problems competing against new competition, when there are numerous 
potential new entrants, the existing members of the industry intend to expand 
their coverage or buyer demand is growing fast. 
 
There are technical requirements for entering the German car sharing market, 
as new entrants will need cars and, for electrical cars, charging infrastructure. 
However, electrical cars can charge through a regular wall socket, which 
lowers these requirements. There is also little need for experience for entering 
the industry, as car sharing does not involve any new or very advanced 
technology that can be operated by a few people only. Although the little need 
for experience makes the German car sharing industry easier to enter, the 
expenses of entering the market are entry barriers that decrease the threat of 
new entrants.  
 
The German car sharing industry is rapidly growing, which makes it more 
attractive for new entrants as there are big chances of high profit. As there are 
several areas of Germany that still have room for more car sharing coverage, 
the industry members will also not be able to compete strongly against all new 
entrants. This increases the threat from new entrants. 
 
The existing companies in the market are continuously expanding their 
coverage to new areas of Germany either through cooperation with other car 
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sharing companies or on their own. This strengthens the threats from new 
entrants. 
Due to the fact that the German car sharing market is relatively easy to enter 
but also quite expensive, the threat of potential new entrants is medium. 
 
4.4.3 Threat of substitute products or services  
According to Thompson et. al (2012, 112), the threat of substitutes is stronger 
when there are good substitutes available or emerging, substitutes’ prices are 
good, the features of the substitutes are comparable or better or buyers have 
low switching costs. 
 
There are a large number of substitutes to car sharing services, both 
environmental friendly and regular transport alternatives. 
 
Public transport is an environmental friendly and popular means of transport in 
Germany. Public transport includes trains, trams, buses and other publicly 
operated vehicles, and is often reasonably priced. In addition to public 
transport, taxis are often easily available. These are more expensive, but may 
be more convenient for the customer in certain situations.  
 
Regular car rental services are also a substitute. There are large numbers of 
such services, and the companies in the market cover all price ranges. As the 
German market for electrical cars is still in its development phase, petrol cars 
are more popular as rental cars. However, several car rental services are 
adjusting to the rising demand for electrical cars and are now either already 
offering such cars or are planning to offer them within a few years.  
 
For consumers who drive long distances and are in a need of a car relatively 
often, buying a car is also a substitute, as using a car sharing service often, for 
long distances and over time would be expensive. 
 
The customers’ switching costs are low, as many of the substitutes for car 
sharing are easily available at most locations in Germany. In addition, as earlier 
mentioned, there are no extra costs to leave a car sharing service. 
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As there are numerous of alternatives to electrical car sharing, the threat of 
substitute products or services is high. 
4.4.4 Bargaining power of suppliers  
Suppliers’ bargaining power is high when the suppliers’ product or service is 
difficult to get, the products or services are differentiated, the supply of the 
product or service is crucial to the production process of the companies in the 
industry and there are high switching costs, there are no good substitutes, 
suppliers do not rely on the industry for their revenues and the industry of 
suppliers is more concentrated than the one of its customers (Thompson et. al. 
2012, 114).  
 
The suppliers have big influence as they are major, and most of the car sharing 
services are smaller clients. Due to the size of the car manufacturing industry, 
cars are not likely to be in short supply. However, when the car sharing 
services have bought cars, they will rely on a specific car manufacturer to able 
to maintain their fleet of cars.  
 
There is broad differentiation between car brands and their attributes. Car 
sharing services tend to choose cars with certain attributes to fit with their 
strategy and vision. However, car sharing services do not seem to insist on 
having a specific brand of cars, which decreases the bargaining power of 
suppliers. 
 
The car sharing industry depends on the car manufacturers to keep their 
businesses going, both due to the purchase of cars and for maintaining them 
after the purchase has been made. This dependency also increases the 
switching costs for the car sharing companies. This increases the bargaining 
power of suppliers.  
 
As there are numerous car manufacturers in the market, there will always be 
substitutes available for the car sharing services, which decreases the suppliers’ 
bargaining power. 
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The car manufacturers do not depend on the car sharing industry for their 
revenues, which leads to an increase in their bargaining power. 
 
Due to all of these factors, the bargaining power of suppliers is medium. 
4.4.5 Bargaining power of customers  
The customers’ bargaining power is high when the switching costs for the 
customer are low, the industry’s products are standardized, there are many 
customers in relation to the number of sellers, the customer demand is lower 
than the supply of the industry, the customer has much information about price, 
quality and the costs of suppliers or customers are price-sensitive (Thompson 
et. al. 2012, 117). 
 
The switching costs for the customers are low in the car sharing industry, as 
there are numerous car sharing services available, with little differentiation 
between them. If the customer is in general need of a means of transportation, 
he or she has the freedom to choose any kind of transportation available. There 
are numerous alternatives for transport that would include low switching costs 
for the customer, such as regular car rental services and public transport. 
 
There are many customers in relation to car sharing services in Germany, but 
the car sharing industry has more capacity. Through the car sharing services’ 
websites, the customer has the opportunity to acquire much information about 
the different car sharing services, their prices, quality, attributes etc. and base 
their choice of service on this information. This increases the customers’ 
bargaining power. 
 
As the customer has a lot of freedom to choose between several car sharing 
services at low switching costs, the bargaining power of customers is high. 
 
4.4 The industry’s Globalization 
In order to develop a successful business strategy in all the market a company 
operates, it is important to assess the globalization of the industry. In markets 
defined as a global oligopoly the markets have to develop to be mutually 
dependent on each other, which entail that some companies see the world as 
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one market. It is important for companies operating in these markets that they 
have a strong presence in the main markets where the competition has their 
primary interests. Without such interests in the primary market, the company 
will face greater risk and harder competition in their domestic markets, as big 
competitors with roots in the primary market can out compete them with 
greater ease (Solberg 2009, 142). 
 
4.4.1 Globalization drivers 
There are three factors of global drivers to consider when entering a new 
market (Solberg 2009, 144-145). 
 
First, the company should look at possible trade barriers and protectionist 
regulations the specific country might have. Since Move About have already 
entered the German marked, and both Germany and Norway are members of 
the EU and EFTA (The European Free Trade Association) respectively, they 
are both bound by the agreement on the European Economic Area (EEA) of 
1994, entailing the agreement of the five freedoms, regulating free trade over 
their country boards, there is no need for a further analyze regarding this factor 
(www.efta.int). 
 
Nationalistic attitudes among the buyers may influence the consumers’ 
decisions. As the companies in the industry are mostly of German origin, this 
factor could raise a valid point for Move About’s ability to successfully enter 
the German market. Especially as Move About’s main car model, THINK City, 
is produced in Norway and designed by an American brand. The German 
consumer market may prefer a service that offers well known car brands over 
the Norwegian produced vehicles. The degree to which the German consumers 
will favor a German car over a Norwegian when it comes to picking a car 
sharing company is hard to measure. As this point was not explored in the 
survey, it is difficult to know to which extent, if any, this affects the 
consumer’s decisions.  
 
Different preferences in technical solutions may influence the customers’ 
choice of provider. The car sharing industry operates with a quite standardized 
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technical solution, consisting of online ordering and membership cards. As 
there are few differences between the systems of car sharing services, this 
factor will not affect Move About’s ability to compete in the German car 
sharing market.    
4.4.2 International competition structure 
When analyzing the international competitive structure, a method that 
identifies the main competitors in the industry and places them with regard to 
their international activity level will give a better picture of the globalization 
level of the market, and show the critical conditions in the competitive 
environment. In the model used in this example, the size of the circle indicates 
the size of the company’s turnover. However, a company will rarely have 
enough information to create an accurate picture over the competitor’s actual 
size and position, but the model will still provide a rough overview of the 
international competitive structure. (Solberg 2009, s.143) 
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5. Internal Analysis 
As a part of our strategic report, we have conducted an internal analysis to 
identify the internal strengths and a competitive deficiency of Move About’s 
current strategy. The purpose of this analysis is to determine whether Move 
About possesses the competitive advantage necessary to succeed in the German 
car sharing market. 
 
5.1 Resource based analysis of Move About 
A company’s resources and capabilities are its competitive assets and 
determine whether the company’s competitive power in the market will be 
strong or weak. Thompson et. al. (2012, 144) defines a resource as the 
competitive asset owned or controlled by the firm. In addition, a capability is 
the capacity of a firm to perform some activity proficiently.  
We will now proceed to examine the foundation of Move About, in terms of 
the resources the company has to work with.  It is logical to distinguish 
between a company’s tangible and intangible resources.  
 
5.1.1 Tangible resources 
Tangible resources are the physical assets the company controls.  
 
5.1.1.1 Organisational resources 
Move About has a website with the function of both a channel for information 
and for booking of cars. Through the website, customers can learn about the 
concept and how to use it. The system for booking of cars is user friendly and 
easily available for the customer, which is vital for adoption of new users.  
 
The Scandinavian, UK and German offices participate in monthly ops-
meetings where sales, cash flow and budget are reported. Move About’s 
organisation structure allows for competence transfer across the markets. 
Learning’s from a marketing campaign in one market can be transferred to 
another market, so that this market can make any adjustments before running it. 
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The exchange of valuable strategic information across the markets may result 
in a higher quality of decisions and a steeper learning curve, which is highly 
important ability in young industries such as the car sharing industry.  
 
5.1.1.2 Financial resources  
Move About has had an increase of capital from 25.000 € to 500.000 Euro by 
2013 after Ecomobilité Ventures invested 2 million Euro in the company. 
However, the company has very limited financial resources due to slow growth 
of their revenues. In addition, the results of 2011 and 2012 have been negative. 
Move About’s financial situation is weak, given the negative results. Hence, 
this is a weakness the company has to address. 
 
5.1.1.3 Technological resources 
Move About has technical resources in its charging stations located in three 
German cities. The company does not own any patents, but they have the right 
to buy the software supplier Pilotfish, which has programmed the rental 
software for Move About. But Move About does not have any patents to 
exclusively utilize parts of their technology, which means that the competitors 
can copy the technology, thereby the technology does not represent a 
significant competitive advantage. 
 
5.1.1.4 Physical resources 
Move About’s physical resources include its fleet of cars, the charging stations 
and the office premises of the company. Move About’s fleet of cars currently 
consists of various electrical vehicle models such as, Citroën C-Zero, 
Mitsubishi i-MiEV, Renault Kangaroo ZE, Smart Electric Drive and Nissan 
LEAF in addition to their main vehicle, THINK City.  
 
Move About is currently expanding their number of stations to various cities of 
Germany, incidentally with 4 stations in June 2013. Compared to the 
competitors’ dense geographical coverage, Move About has to continue the 
expansion of the distribution by increasing number of stations, to be able to 
compete. 
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5.1.2 Intangible resources 
The intangible resources are harder to define, but are often the most important 
for a company’s competitive edge, and may in some cases justify a premium 
pricing model that in turn increases profits. 
 
5.1.2.1 Relational resources 
Move About has strong partnerships with several companies based on long-
term aligned interests in moving towards sustainable and cost effective 
transportation. The partners are generally property developers and public 
service providers that are looking to offer clean transportation to inhabitants in 
large cities and energy companies working for electrification of transportation. 
Move About also cooperates with the German government Move About’s key 
partners are Bosch, Bundesverband Solare Mobilität, DNV and DNB. In 
addition Move About collaborates with Fraunhofer in different research 
projects. Move About’s strong network represents a strength for Move About.  
 
5.1.2.2 Reputational resources 
Move About has a very innovative and trendy product image in regard to being 
an environmental friendly provider. Move About offers a relatively wide 
selection of electrical vehicles, compared to its low prices, which increases the 
perceived value by the customer. In our survey, the majority answered that they 
would be willing to pay approximately 10 % higher prices for the value of an 
electrical service, which signifies that Move About’s solely focus as an 
electrical car provider is perceived of high value to the consumers. In addition 
Move About offers a complete service package to its customers, including all 
the aspects of car maintenance. Move About’s image has great potential to 
create a valuable competitive advantage.  
 
As the number of members in the car industry is strongly increasing, Move 
About is the only car sharing service solely focused on electrical vehicles; this 
represents a first mover advantage. As Thompson et. al. (2012, 224) states that 
it is crucial to pursue the market opportunity aggressively in relation to the first 
mover advantage, to be able to snatch up a large part of the customers. In Move 
About’s case this tends to be dependent on mainly three important factors. 
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Firstly, Move About does not have the financial resources to make aggressive 
moves in the market, to generate a larger share. Secondly, the market is not 
ready due to the infrastructure is not sufficiently developed for electrical 
vehicles to function effortlessly in the traffic. And lastly, buyers need to adopt 
new skills and behaviour to the young industry of car sharing. The first mover 
opportunity may pose a unique and crucial competitive advantage to Move 
About as the market develops. 
 
A great competitive advantage for Move About is the fact that the company is a 
first mover on the car sharing market, in the lines of being the first provider of 
a car sharing service focused solely on electrical vehicles.  
5.1.2.3 Human resources 
Move About has a high level of competence in regard to the high education and 
experience of the employees. The CEO of Move About has a master degree in 
business administration and 13 years of experience of working with advanced 
information systems such as SAP and EDI and another central employee has a 
Ph.D. in mechanical engineering. In addition, the company also has other 
employees with knowledge within other disciplines such as, mechanical 
engineering, law and urban development. Move About has a strong intellectual 
foundation with extensive understanding of the processes within its company 
and processes of the industry, which is very important for the competitive 
ability of the company. 
 
However, Move About’s human resources are limited, in regard to the few 
employees working in the company. This causes natural restraints in the 
company’s capacity to serve the market in terms of monitoring the market 
developments, executing the strategy and anticipating the next move of the 
competition. Hence, this poses a disadvantage for Move About. 
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5.2 The Bakka Model 
Fig. 13: The BAKKA Model  
 
The Bakka model is a descriptive model used to explain a company’s likely 
route to internationalization. The model consists of five distinct stages of the 
internationalization process, from trial exports, extensive exports, intensive 
exports, multinational exports and global marketing. Within each of the stages 
the model describes the factors that tend to impact the internal decision-making 
of the company. There are a total of six factors influencing each stage; Export 
motive, Market choice, Market share, organisation, Entry strategy and 
Marketing mix.  
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When a company seeks to establish itself in international markets, the first 
phase it normally encounters is the trial exports stage. Trial exports are often 
merely a response on requests from foreign companies. At this point, 
companies are not knowledgeable about export technical aspects such as; credit 
time, currency and trade embargo. Nor do they have the fundamental 
knowledge about the market, such as who their customers and competitors are, 
and the structures of distribution. This can often lead to unfortunate decisions 
on choice of partner and basic mistakes that is time and money consuming.  
 
The next step of the model is the extensive exports stage. Here, the company 
tends to act too ambitious, in the sense that the company makes too many 
contracts in too many different markets that it does not have the resources to 
sufficiently follow up. This sets a limitation to learning and customer loyalty, 
as the company is never truly committed to the markets and customers.  
As the company is gaining knowledge and experience, they are making more 
rational and aware decisions in the lines of pulling out of unattractive markets 
and focusing efforts on growth markets. This stage is called intensive exports.  
 
The fourth step is the multinational marketing stage, where exports to foreign 
markets have become an indispensable part of the company’s total enterprise. 
Future growth will not be harvested from the domestic market, but from the 
export markets, due to increasingly sharpened competition in the domestic 
market. Companies at this stage of the internationalization process uses exports 
as an active instrument to reach the company’s targets. 
 
The last step on the internationalization latter is the Global marketing. At this 
stage the company is a transnational or a global exporter and has sales offices, 
own production and strong alliances in the export markets. Products and 
promotion is offered on the global market which allows these companies to 
leverage the use of cross business strategic fits to save costs and in turn 
increase their competitive advantage. These companies are very often price 
leaders.  
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5.2.1 Export Motive 
The export motive for Move About seems to be a mix of strategic and 
operative motives. To participate in more markets is increasing their incomes, 
on an operative level. But more importantly their export motive is strategic 
because Move About expects high growth in the whole car sharing industry 
over the next few years and they have great ambitions of being the main 
sustainable car sharing provider in the current markets they are in. Move 
About’s strategic plan over the next few years has not been disclosed to the 
authors writing this report, but we have registered that it seems like Move 
About is keeping their strategy fairly liquid and organic, to be able to react 
quickly to new possibilities presenting themselves in the market. As a result 
Move About is at the intensive export stage in regard to their motive for export. 
 
5.2.2 Market Selection 
Move About is currently exporting its services to the Scandinavian markets, the 
UK and Germany. Due to the fact that the car sharing market in the 
Scandinavian region is underdeveloped, these markets are experiencing slow 
growth. Move About visions great potential for these markets as the markets 
increases in development. A market that is far more ahead and familiar with the 
car sharing concept is the German market. Per today Germany is the most 
attractive market for Move About, and the company is already represented 
mainly in Lübeck and Bremen with plans of further penetration. Since Move 
About is focusing its efforts on a handful of attractive markets, we have placed 
Move About in the intensive export stage. 
 
5.2.3 Market Share  
Move About entered the German car sharing market in 2009 and can be 
reckoned a relatively young supplier on the market in comparison to the market 
leaders and the novelty of the industry. Up till this point, the company has 
limited liquidity and personnel resources to lead a more aggressive strategy in 
order to gain market share. Our survey indicated that Move About’s brand 
awareness amongst German consumers is low, only 14 % of the respondents 
had heard about Move About. Move About’s market share in the German 
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market is insignificant and based on this we have assigned Move About to the 
extensive export stage. 
 
5.2.4 Organisation 
As Move About’s department is represented by only a few employees, it 
cannot be characterized an international division at the multinational marketing 
stage, we have attributed Move About to the intensive export stage.  
 
5.2.5 Entry strategy 
As mentioned in the company profile, the whole Move About enterprise has 
managing divisions in nearly all the markets the company is in. Therefore the 
entry strategy Move About has utilized in the past is entering each market by 
independent divisions, as done in the German market. Moreover these 
divisions’ main task is to enter into partnerships with major companies in the 
market. Shortly, Move About’s entry strategy is through partnerships with 
major companies negotiated by the division. The partnerships allow Move 
About to launch the concept to a geographical area without baring all the 
expenses themselves. Ergo Move About belongs to the intensive export stage.   
 
5.2.6 Marketing mix 
Move About’s business model is overall characterized by standardization, as 
the company has done minimum adjustments to their product offering in each 
market. Move About adjusted the price in the German market, reducing it, due 
to higher competition in this market opposed to the Scandinavian markets. 
With regard to promotion, Move About is participating on a variety of national 
and international trade fairs, incidentally Hannover trade fair and 
Fuhrparkforum Nurnburging which they are planning to attend the 19
th
  and 
20
th
 of June this year. Move About is also attending specialized Fleet-manager 
fairs to reach out to their B2B customers. Furthermore Move About uses flyers 
in cooperation with their partners in specific projects and has websites in all the 
Scandinavian languages, English and German. Seeing that Move About has 
done very few adjustments to their business model in the German market, 
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makes use of some promotion and holds a low price, we have assigned Move 
About to the extensive exports stage. 
 
5.2.7 Economic result 
The authors have not had any detailed information about Move About’s 
financial situation, in respect to the cost structure and income distribution. 
However Move About’s CEO in the German market has informed us that 
Move About’s net results has been negative in 2011 and 2012. It is worth to 
mention that Move About’s equity in the German division has been raised 
considerably, after Ecomobilitè Ventures, invested 2 million euros in Move 
About. This raised Move About’s equity from 25 000€ to 500 000€. In this 
respect we have attributed Move About to the stage of Extensive export. 
 
5.2.8 Conclusion of the Bakka Model 
We have ultimately assigned Move About to be in the extensive export stage in 
the internationalization process, but Move About is strongly moving towards 
the intensive export. In concern to many of the factors, incidentally; export 
motive, market selection, organisation, and entry strategy, Move About is 
already in the Intensive export stage. But the analysis shows that Move About 
is not entirely there, especially in regard to the factors that indicate the 
performance of the company such as; market share and economical result. The 
authors believe that the main reason for this is that the German market for 
electric vehicles is underdeveloped. We believe that Move About will move on 
to enter the intensive stage of the internationalization process as the company 
makes further efforts in internationalization and eventually when the EV 
market develops. 
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5.3 Boston Consultancy Group – Market share in reference 
market 
We have incorporated a BCG matrix in our internal analysis, to determine how 
advantageous Move About’s position is in the reference market. This 
information is essential when developing the strategic recommendation, 
provided in the end of this report.  
 
 
 
 
 
 
 
Solberg (2009, 147) defines the reference market, as the market the company 
should naturally address. This is strongly connected to the common notion that 
it is necessary to have a strong position in the domestic market, before the 
company seeks to engage in foreign markets.  
 
The BCG matrix is an analytical tool used to analyse a company’s business 
units and product lines to give an answer to which of these to allocate resources 
to. The model is constructed by two factors: the reference markets growth as an 
indicator of attractiveness and the company’s market share in relation to its 
biggest competitor. The core of the BCG matrix suggests that a company with 
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a large market share will have a greater cash flow than a company with a small 
market share.  
The cash cow is in a position where the company has a product or business unit 
that is reaping a good cash flow in a mature, low growth market. The star is in 
the optimal position, where the market is characterized by high growth and the 
business unit holds a high market share. The business unit can be classified to 
the question mark (problem child) when the market is growing has a small 
market share. The dog is a business unit with a low market share in a 
decreasing or stagnating market. We will proceed to discuss only the position 
relevant for Move About.  
 
The market in which Move About is operating is experiencing strong growth, 
and is forecasted to be growing even stronger over the next few years. As 
mentioned earlier, the number of car sharing users in Germany increased by 
15,8 % through the year of 2011 and is forecasted to reach a potential revenue 
of 2,1 billion euro by 2016. As a result, Move About is located in a highly 
attractive market that is worth investing in long term. 
 
Nevertheless, as discussed earlier, Move About’s market share is insignificant 
in the German car sharing market. Based on the high market growth and Move 
About’s insignificant market share, Move About belongs to the question mark 
frame. According to the BCG framework, it is decisive that Move About 
invests in creating a sustainable competitive advantage, to in turn move over to 
the star position. Solberg states that the higher the market growth is, the higher 
is the need for financial resources. This poses a great challenge for Move 
About which we will address further on in the report, specifically in the 
strategy section.  
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6. SWOT Analysis 
The SWOT model is a tool created to categorize and prioritize the findings 
from the external and internal analysis. It consists of four classifications, 
Strengths, weaknesses opportunities and threats, where the first mentioned are 
a result of the internal analysis, and the remaining two are a result of the 
external analyse.  
 
6.1 Strengths 
Strengths are aspects within the company that can be used as a competitive 
advantage in order to reach the company’s goals and objectives. (Selnes 2010, 
272) 
 
 Strong concept as environmental friendly provider 
 
 Intellectual capital of employees 
 
 Medium range of  electrical vehicle portfolio  
 
6.2 Weaknesses 
Weaknesses are aspects within the company that can interfere with the 
company’s ability to achieve their goals and objectives.  (Selnes 2010, 272) 
 
 Limited financial resources 
 
 Limited personnel resources 
 
 Low brand awareness 
 
 Low geographic coverage 
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6.3 Opportunities 
Opportunities are conditions in the external environment that can be pursue in 
achieving the company’s goals and objectives. (Selnes 2010, 272) 
 
 Rapidly growing industry 
 
 First mover advantage  
 
 Trend of environmental friendly attitude 
 
 
 Low degree of differentiation in the market. 
 
 Governmental initiatives to facilitate electrical car usage 
 
6.4 Threats 
 
Threats are conditions in the external environment that can prove to be harmful 
in achieving the company’s goals and objectives. (Selnes 2010, 272) 
 
 Potential new entrants as the market’s attractiveness is increasing 
 
 Market leaders’ increasing focus and investments in electrical car 
sharing market  
 
 Infrastructure for EV’s is underdeveloped  
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7. Strategy 
In this section, we will craft a strategy recommendation for Move About. 
 
7.1 Strategic problem definition  
Based on the external and internal analysis, we have constructed a strategic 
problem definition: 
 
How can Move About most effectively position itself in the market, promote 
their service offering and expand their geographical coverage at minimal 
costs?  
 
7.2 Critical Success factors 
According to Thompson et. al. (2012, 130-131), critical success factors are 
competitive factors that have a key impact on the companies’ ability to survive 
in the industry. All companies who want to succeed in the industry needs to 
take these factors into consideration when crafting their strategy. 
 
 Product exposure 
As more than 80 % of the respondents in the survey were not aware of Move 
About’s existence, which implies that Move About’s brand awareness is 
relatively low among German consumers. Therefore it is crucial for Move 
About to increase their brand awareness to such an extent that Move About 
comes to mind as a part of the customer’s evaluation set regarding electrical 
car sharing. The long term goal would be to increase brand awareness to such 
an extent that Move About will become a “top of mind” brand within electrical 
car sharing. 
 
 Availability 
Move About will need to expand their availability. Location and geographical 
coverage is vital to attract customers, as the car sharing service’s main goal is 
to provide the user with the feeling of the comfort of owning their own car. 
Consequently, it is important to have a dense coverage over larger geographical 
areas in strategic areas such as; city centers, airports, universities, main stations 
and other trafficked hubs.  
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 Product/Differentiation 
To be able to attract customers, a company needs to have an attractive value 
proposition that has some valuable and unique attributes opposed to that of the 
competition. Or the company can offer their services at lower costs than the 
competitors to gain a competitive edge on the competitors. As the main 
positioning strategies in the market distinguishes between focused and low cost 
provider strategies. Focused strategies entail having a wide product assortment 
and premium service and unique attributes such as the special, intangible value 
of the brand perceived by the consumer.  Move About needs to offer a unique 
and valuable value proposition to the consumers, to be able to enjoy success in 
the market. 
 
7.3 The nine strategic windows 
Solberg (2009, 148-155) writes that the nine strategic windows is a model 
designed to help the company decide which strategies they should implement 
in order to succeed in an international market. The model is based on two 
factors derived from the external and internal analysis, the industry globalism 
and the company’s internationalization ability. We will only mention the frame 
applicable to Move About. 
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7.1.1 Seek niches in international markets 
According to Solberg (2009, 151), companies located in this window have little 
experience with international activities, while the global competition is 
increasing. Due to this change, the company would be vulnerable to 
competition in their domestic market. Solberg (2009, 151) suggests that such 
companies could lessen the impact from the globalization drivers by seeking 
niches in the international market, by applying focused strategies. This will 
narrow their reference markets and strengthen their position in these specific 
markets. 
 
7.1.2 Placement of Move About in the nine strategic windows 
Move About is currently located in the window “seek niches in international 
markets” due to their limited ability of internationalization. Move About is 
present in 4 countries, but as the Scandinavian market is small and very similar 
to the domestic market with regard to market conditions, the Scandinavian 
market can be viewed as one. 
 
We have assigned the globalism of the industry to a medium degree. Increased 
awareness, expansion in the German market and increased revenues may help 
the company increase their capability of internationalization. If Move About 
can create a competitive advantage in the niche window, they may over time be 
able to move up to the “consider expansion in international markets” window. 
If Move About fails to create an competitive advantage, the company may 
move towards the lower right corner of the model; “prepare for buyout”. 
 
7.2 The five generic competitive strategies 
According to Thompson et. al. (2012, 208), the five generic competitive 
strategies position the company differently in the market by outlining how the 
company will compete. Each of the strategies has different terms for the 
company’s product line, its production emphasis, marketing emphasis and 
different keys for maintaining the strategy. In this section, we will only present 
the frame relevant to Move About’s strategy. 
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Fig.16: The five generic strategies  
 
7.2.1 Focused Differentiation 
Thompson et. al. (2012, 201-202) writes that a focused differentiation strategy 
is having a competitive advantage in a narrow market niche. The products are 
designed to meet the specific needs of this customer base, and it is therefore 
crucial that the niche market exists and is big enough to generate profit and that 
the company is able to differentiate itself from the other companies in the same 
niche market (Thompson et. al. 2012, 202). 
 
As stated in the SWOT analysis there are currently not many providers 
utilizing a focused strategy, but the level of differentiation tends to increase. 
We recommend Move About to position themselves as a focused 
differentiation provider in the German market. While a big customer base 
would increase costs in Move About’s case, a smaller, profitable customer base 
is easier and less expensive to serve. Due to the company’s limited financial 
and personal resources, the company should focus on a niche market, which 
will enable the company to maintain their activities with their current personnel 
resources. 
 
In an electrical car sharing niche market, Move About could be less vulnerable 
to the competition in the regular car sharing market, as they are offering a 
specialized service. However, other car sharing providers are offering electrical 
cars. As the competition is fierce, higher prices may lead to loss of customers 
to these providers. Consequentially, Move About should aim to be a focused 
differentiator, but offer their service at competitive prices.  
 
Overall Low-Cost Provider Broad Differentiation 
Focused Low-Cost Provider Focused Differentiation 
Best-Cost 
provider 
55 
 
7.3 Entry strategy 
According to Solberg (2009, 239), there are many ways in which a company 
can choose to enter a new market. The entry strategy will define how the 
company chooses to be represented in the international markets. The main 
factors that affect this decision are the company’s internal resources, the goals 
for each market and the external market conditions. These market conditions 
include e.g. customers, legislation and competition. 
 
By using a sales office when entering a new market, the company will gain 
better contact with the market and greater control over their marketing 
activities. Sales offices are mainly recommended in close markets where the 
turnover is significant, or in main markets. (Solberg 2009, 259). By having 
employees that know the local market and the consumers, the company can 
increase their revenues.  
 
7.3.1 Move About  
The authors view it more accurate to use the connotation of independent 
departments instead of sales offices in regard to the entry strategy. As earlier 
mentioned, the German car sharing market is characterized as an oligopoly, 
which indicates that a sales office is the right entry strategy for Move About. It 
is crucial for the company to have first-hand knowledge of the market and the 
consumers, in addition to first-hand experience with what marketing activities 
generate results in Germany.  
 
7.3.2 Strategic partnerships 
Partnerships in an international setting can be beneficial for both parties 
involved, but there are many mistakes that can result in critical problems for 
the companies involved. (Solberg 2009, 277-304) 
 
Entering in to different forms of partnerships is a clear approach in the car 
sharing industry. For Move About, entering a partnership where the company 
would have to give up control over their marketing efforts would be unwise. 
However, entering a strategic partnership with a company like Flinkster, who 
also provides a platform for a common booking of car sharing services, could 
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be beneficial. Many of the car sharing providers participate in this 
collaboration. Flinkster has several partners in the car sharing market, but does 
do not promote the partners’ products or services. When ordering through 
Flinkster, the customer does not know which car sharing provider owns the car 
before arriving at the pick-up station. Through a partnership with this sort of 
service, Move About can get potential customers to try out their services, and 
gain visibility in the market and increase turnover. 
 
7.4 Segmentation 
Selnes (2010, 18) writes that customers respond differently to marketing 
activities due to differences in needs and buying behavior. Due to these 
preferences, segmentation of customers is very important. According to Selnes 
(2010, 18), marketing effectiveness increases when the marketing is modified 
to address the different segments of customers. We have registered four 
determinants that we believe to be most important when identifying the main 
segment in the car sharing market. These are: age, orientation towards 
environmental friendly issues, residence and technological knowledge. 
 
Since our survey indicated that there is greater interest for Move About’s 
concept among respondents under the age of 35, this suggests that Move About 
should emphasis this segment in their marketing activities. 
 
 In addition, Move About should address people who value the attribute of 
environmental friendliness as these consumers would be favorably inclined to 
have favorable attitudes towards Move About’s value proposition.   
 
As the majority of the respondents perceived the use of an electrical car most 
suitable in urban areas, where operating a car can be expensive and redundant, 
we believe that the most likely users are living in cities.  
 
As booking of the vehicles occur over Move About’s website, it is a condition 
that the users are technological savvy.  
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Due to this, our report suggests that Move About’s segment in the consumer 
market should be relatively young people who value an environmental friendly 
lifestyle and live in cities.  
 
7.5 Marketing Mix 
According to Kotler and Keller (2009), marketing activities are used to create, 
deliver and communicate value for the company’s customers. These activities 
are all directly connected to product management, and they need to be in 
coordination with each other in order to optimize profits and revenues. (Selnes 
2010,121) The activities are called the Marketing Mix, and contain the four 
P’s: product, price, promotion and place. 
 
7.5.1 Product 
According to Selnes (2010, 92), customers see a product as a set of attributes 
that each creates a value for the customer. The customer will probably choose 
product with the most favorable attributes.  
 
Move About’s current service consists of the fleet of various electrical cars and 
the charging stations. Due to the limited resources and the current market 
position of the company, we do not recommend Move About to change or 
expand their service until their position in the market is stronger. In addition, 
the current service offer contributes to keeping the costs down. 
  
However, it is very important for Move About to continue participating in 
innovation and R&D projects to be up to date with the latest technology 
regarding electrical vehicles. If the company stays up to date, the information 
acquired may be of use for later potential extensions. 
  
In the future, when Move About’s market position is stronger and their 
resources have increased, the company may consider an expansion of their 
service offer. An expansion could include extending their fleet of cars by 
introducing new car brands. The company could also include additional 
services to their offer. These additional services could comprise other aspects 
of car sharing. 
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7.5.2 Price 
Selnes (2010, 100) writes that a company’s pricing of its products has large 
impact on the company’s revenues and profit, and pricing is one of the most 
important and most difficult parts of strategy as it affects both the customer’s 
choices and the company’s economy. 
 
In Move About’s case, as the “product” is a service, there are fewer production 
costs. However, the prices of their service need to cover leasing of the cars, 
building and maintenance of charging stations, maintenance of the cars, 
maintaining of the key card system and personnel costs.  
 
Solid positions in the market and strong competitive advantages may call for 
higher prices. However, Move About does not currently have a solid position 
in the German car sharing market or a strong competitive advantage, and is not 
in a position to demand higher prices. 
 
The price of leasing an electrical car is significantly higher than for leasing a 
petrol car. Due to this, Move About does not have the capability of keeping the 
costs low, and this makes Move About incapable of competing against low-
cost providers with regard to pricing. 
 
Move About’s current prices in Germany are based on the prices of 
competitors in addition to cost calculations from e.g. Automobile Clubs. Due to 
this, their prices are leveled with the prices of their competitors, and are 
reasonable.  
 
As Move About should implement the focused differentiation strategy, price is 
not the main focus. However, due to strong competition in the market, Move 
About needs to keep their prices at the same level as other car sharing 
providers. 
 
Move About is advised to maintain their prices at a competitive level in 
accordance with the prices in the market. However, as the majority of the 
respondents in our survey were willing to pay a few per cent more for the 
perceived value of an environmental friendly car sharing service, this indicates 
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that slightly higher prices could be considered in the future if the market 
conditions change.  
 
7.5.3 Promotion 
Move About’s limited financial resources pose a big challenge when it comes 
to marketing the company’s services and is strongly linked to the current low 
awareness of the brand in the consumer’s minds. As previously mentioned 
Move About should position themselves as a focused differentiator in the 
German consumer market. Due to this, it is decisive that the channels of 
marketing are narrow and tailored in line with the overall strategy, in order to 
communicate most effectively with the main segment. 
 
The authors recommend Move About to implement marketing measures to 
promote their brand through the social media and at aptly chosen web pages as 
an effective promotion alternative to tackle Move About’s limited financial 
resources. In addition, Move About should advertise its service through 
banners located in hubs and city centres in urban areas in Germany.  
 
The main segment, defined earlier in the report, is consumers under the age of 
35 that live in urban areas and value environmental friendly and/or low-cost 
transportation. It is a condition that the consumers are technological savvy in 
order to utilize Move About’s services, which indicates that the consumers are 
already online. 
 
7.5.3.1 Social Media 
Concretively, Move About should create official company pages primarily in 
Facebook and Twitter to open up new channels for effective interaction with 
consumers and reposition Move About’s brand in line with the strategy. The 
main benefits of social media are that it allows for two-way communication 
with a vast consumer base at relatively low costs. We recommend Move About 
to develop a twitter-based customer service and communicate advertisements 
through news feeds on Facebook, in addition to Twitter in order to answer 
consumer’s queries and update the consumer on new concepts and events of 
the company.  
 
However, it is vital that Move About monitors the social communities and 
responds very quickly to consumer’s content. This also has a great effect, in the 
sense that Move About can monitor what is said about the company online, if 
it’s favourable or not, and through a personal and committed communication 
actively shape favourable attitudes in the consumers. 
 
The social media gives Move About the opportunity to create buzz around the 
brand through posting fun, innovative and interesting content about their 
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services and events, so that consumers’ “share” the posts and the social 
consumer base increases. A tool to create buzz is to utilise gamification, to 
create innovative contests that involves consumers on a high level.  
 
The authors firmly believe that social media will increase Move About’s 
consumer awareness and in turn reap profits long term, on the condition that 
Move About is proactive and creates a communication that appeals to the 
defined segment. 
 
In addition to the promotion channel of social media, Move About should also 
create online ads on webpages where the defined segment is present. These 
advertisements could be interactive, in order to be more invasive and distract 
attention to the company’s service, to the web page and the official company 
page on Facebook and Twitter. 
 
7.5.3.2 Banners 
In addition to the promotion channel of social media, Move About should 
promote its services through advertisement banners at high traffic areas to 
reach out to the remaining consumers and reinforce a positive attitude.  
 
A result in our survey showed that the majority of the respondents perceived it 
most beneficial to utilize an electrical vehicle in urban areas. Due to this Move 
About should emphasize the convenience of using an electrical car in cities, 
such as; not having to pay for parking and that it saves the consumers time 
since they have the liberty to use bus lanes. As the infrastructure of electrical 
vehicles in Move About improves, Move About could emphasise additional 
benefits.  
 
A second result showed that consumers had the perception that electrical 
vehicles are technically hard to drive. Due to this Move About should also 
focus on educating consumers on the technical use of electrical cars in terms of 
emphasising how easy it is to operate an electrical car.  
 
The advertisements should be repeated often, as a tool to enter the consumers 
consideration set, in regard to electrical car sharing services.  
 
According to a research thesis by Janiszewski and Meyvis (2000) on repetition 
in advertising found that; mere exposure to a brand name or package can lead 
to a more favourable brand attitude on a subconscious level. In regard to this, 
the banners should be located in strategic routes in central urban areas to utilize 
the effect of repetition. 
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7.5.4 Place 
In regard to the Place factor in the marketing mix, we recommend Move About 
to primarily focus on increasing its density of stations in German metropolitan 
areas. The value of this is to provide the consumer with a convenient total 
service offering, so that the consumers can have the option of delivering the car 
to any station located within and near the metropolitan area. 
 
As written in the SWOT analysis, Move About has a first mover advantage in 
the German car sharing market. This presents Move About with an opportunity 
to exploit the high growth in the electrical car sharing market and incorporate a 
more aggressive strategy to acquire a solid position in this market. Since the 
market for electrical vehicles in Germany is underdeveloped and is not 
effectively structured for the use of electrical vehicles, the authors recommend 
Move About to organically expand their stations in German metropolitan areas. 
However Move About should monitor the development of the infrastructure for 
EV’s diligently, to be able to respond quickly with a more aggressive strategy, 
as the development speeds up.  
 
In addition, as earlier mentioned the German car sharing market is generally 
consisting of mergers and joint ventures that in turn has resulted into that the 
market is characterized as an oligopoly. The Authors recognize that it will be 
hard for Move About to acquire a solid position in the market independently. 
Based on this we recommend Move About to enter into strategic partnerships 
with other car sharing services, in the sense of utilizing a cross-use of services. 
We suggest that Move About negotiates to enter the booking platform of 
Flinkster in addition to other similar agreements, whereby multiple car sharing 
providers are providing their services through the same platform, incidentally 
the DB booking site. This way the consumer does not know which car sharing 
service will provide him with the vehicle.  
 
In entering such agreements, Move About will increase their turnover and 
leverage the use of a renowned car sharing brand such as Flinkster and the 
Deutsche Bahn platform. 
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8. Recommendation 
 
We would recommend Move About to implement the focused differentiation 
strategy to be able to offer a better service to a smaller segment of customers.  
 
Move About is currently not recommended to change or expand their service 
offer until their position in the market is stronger. In this context, is vital that 
prices are maintained at a competitive level. 
 
Move About needs to implement marketing measures to promote their service. 
This promotion should go through channels such as internet and social media 
as this is a cost effective marketing alternative. In addition, they should 
advertise in banners strategically located in cities.  
In their advertising, Move About should focus on their uniquely differentiated 
service offer and on educating the customer in the technical use of electrical 
cars. In addition, the company should emphasize their banner advertisements 
on the convenience of using car sharing in urban areas. 
 
Move About should negotiate strategic partnerships with other car sharing 
providers to benefit from cross-use of car sharing services.  
 
Move About should primarily focus on increasing their geographical coverage 
in German metropolitan areas. 
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Appendix I 
 
The Survey 
Wir sind drei norwegische Austauschstudentinnen, die Internationales Marketing 
studieren. Wir schreiben zurzeit unsere Bachelorarbeit, und führen in diesem 
Zusammenhang diese Umfrage durch.  
Wir würden uns freuen, wenn Sie sich einige Minuten Zeit nehmen könnten um sie zu 
beantworten. 
 
Im Voraus vielen Dank! 
 
 
1. Besitzen Sie ein Auto? 
 
□  Ja    
□  Nein 
 
2. Wie wahrscheinlich ist es, dass Sie in Zukunft ein Auto besitzen werden? 
 
Nicht wahrscheinlich   Sehr wahrscheinlich 
 
1 2 3 4 5 6 
□ □ □ □ □ □ 
 
3. Wie viel kostet Ihrer Meinung nach ein Auto?     
             
Niedrige Kosten   Hohe Kosten 
  1 2 3 4 5 6 
Kraftstoff  □ □ □ □ □ □ 
Steuer   □ □ □ □ □ □ 
Einkaufspreis  □ □ □ □ □ □ 
Versicherung  □ □ □ □ □ □ 
Wartung  □ □ □ □ □ □ 
Reparaturen  □ □ □ □ □ □ 
Parken   □ □ □ □ □ □ 
Gesamtkosten  □ □ □ □ □ □ 
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4. Welches Verkehrsmittel benutzen Sie, wenn Sie… 
 
 Öffentliche           Auto           Taxi         Fahrrad          Zu Fuß 
            Verkehrsmittel 
…einkaufen  □                  □  □  □  □ 
…schwere Waren  
transportieren □         □  □  □  □ 
…lange Urlaubsreisen  
machen  □         □  □  □  □ 
…kürzere Urlaubsreisen  
(z.B. am Wochenende)  
machen  □           □  □  □  □ 
…Freunde besuchen □           □  □  □  □ 
…zur Schule/ 
Uni/Arbeit  
fahren  □           □  □  □  □ 
…Besorgungen  
machen  □           □  □  □  □ 
…in die Stadt fahren □           □  □  □  □ 
 
   
 
5. Würden Sie einen Carsharingdienst in Anspruch nehmen? 
 
 Überhaupt nicht       Ja, absolut 
 
 1 2 3 4 5 6 
 □ □ □ □ □ □ 
 
 
6. Wo und von welchen Carsharing-Anbietern haben Sie bereits gehört? 
 
Stadtmobil     Flinkster     MoveAbout      Cambio     Drive Now     Car2go       
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Internet        □      □  □          □      □            □
       
Werbung in  
Printmedien □      □      □          □      □            □
       
Werbung in  
der Stadt      □      □  □          □      □            □
       
Fernseh-  
oder Radio- 
werbung      □      □  □          □      □            □ 
 
Durch  
Familie/ 
Freunde      □      □  □          □      □            □ 
 
Andere       □      □  □          □      □               □ 
       
Ich kenne  
den Dienst 
nicht           □      □  □          □      □            □
       
7. In welchen Situationen würden Sie einen Carsharingdienst nutzen? 
 
□  Wenn Sie Besorgungen in Ihrer eigenen Stadt machen, aber kein eigenes Auto 
besitzen 
□  Wenn Sie täglich mit öffentlichen Verkehrsmitteln zur Arbeit in die Stadt fahren, 
       und ein anderes Verkehrsmittel vom Bahnhof/Haltestelle zur Arbeit brauchen. 
□  Wenn Sie in eine große, unbekannte Stadt fahren 
□  Wenn Sie kürzere Urlaubsreisen machen (Wochenende) 
□  Wenn Sie längere Urlaubsreisen machen 
□  Andere: 
 
__________________________________________________________ 
 
 
8. Welche Attribute eines Carsharingdienstes sind für Sie wichtig? 
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Nicht wichtig    Sehr wichtig 
 
1 2 3 4 5 6 
Günstige Preise  □ □ □ □ □ □ 
Einfache Benutzung □ □ □ □ □ □ 
Zugänglichkeit  □ □ □ □ □ □ 
Zuverlässigkeit  □ □ □ □ □ □ 
Umweltfreundlichkeit □ □ □ □ □ □ 
Bietet viele  
unterschiedliche  
Automodelle  
(z.B. Kleinwagen, 
 Cabriolet,  
SUV etc.) an □ □ □ □ □ □ 
 
 
9. Stellen Sie sich vor, Sie nutzen aktuell den Carsharingdienst eines bestimmten 
Anbieters. Wie wahrscheinlich ist es, dass Sie zu einem anderen Carsharingdienst 
wechseln, wenn… 
 
Nicht wahrscheinlich   Sehr wahrscheinlich 
 
1 2 3 4 5 6 
… Ihr aktueller Anbieter  
die Preise erhöht □ □ □ □ □ □ 
… Ihr aktueller Anbieter  
die Zugänglichkeit  
erschwert □ □ □ □ □ □ 
... Ihr aktueller Anbieter  
weniger Produkte  
anbietet □ □ □ □ □ □ 
… ein anderer  
Carsharing-Anbieter  
Umweltfreundlicher  
als Ihr aktueller  
Anbieter ist  □ □ □ □ □ □ 
… ein anderer  
Carsharing-Anbieter  
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besser auf Ihre  
Bedürfnisse eingeht □ □ □ □ □ □ 
 
 
□  Ich habe noch nie einen Carsharingdienst benutzt 
 
 
10. Was wären Sie bereit pro Stunde zu bezahlen? 
 
□  0 – 2,5 € 
□  2,6 – 5 € 
□  5,1 – 7,5 € 
□  7,6 – 10 € 
□  10,1 – 12,5 € 
□  12,6 – 15 € 
□ 15,1 – 17,5 € 
□  17,6 – 20 € 
□  Mehr als 20 € 
 
11. Was wären Sie bereit pro 2,5 Stunden zu bezahlen? 
 
□  0 – 5 € 
□  5,1 – 7,5 € 
□  7,6 – 10 € 
□  10,1 – 12,5 € 
□  12,6 – 15 € 
□ 15,1 – 17,5 € 
□  17,6 – 20 € 
□  Mehr als 20 € 
 
12. Was wären Sie bereit pro 100 Kilometer zu bezahlen? 
 
□  0 – 10 € 
□  11 – 15 € 
□  16 – 20 € 
□  21 – 25 € 
□  26 – 30 € 
□  31 – 35 € 
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□  36 – 40 € 
□  Mehr als 40 € 
 
13. Wie bewerten Sie Carsharing als Zusatzverkehrsmittel in den folgenden 
Situationen? 
 
Sehr schlecht          Sehr gut 
 
1 2 3 4 5 6 
Beim Einkaufen  □ □ □ □ □ □ 
Beim Transportieren  
schwerer Waren □ □ □ □ □ □ 
Für lange Urlaubsreisen □ □ □ □ □ □ 
Für kürzere Urlaubsreisen  
 (Wochenende)  □ □ □ □ □ □ 
Um Freunde zu besuchen □ □ □ □ □ □ 
Um zur Schule/ 
Uni/Arbeit zu fahren □ □ □ □ □ □ 
Um Besorgungen zu machen □ □ □ □ □ □ 
Um in die Stadt zu fahren □ □ □ □ □ □ 
 
 
 
14. Wie wichtig ist Umweltschutz in den folgenden Kategorien für Sie? 
 
    Nicht wichtig       Sehr wichtig 
  
1 2 3 4 5 6 
Essen   □ □ □ □ □ □ 
Autos   □ □ □ □ □ □ 
Transport allgemein □ □ □ □ □ □ 
Bekleidung  □ □ □ □ □ □ 
Schönheitsprodukte □ □ □ □ □ □ 
Recycling  □ □ □ □ □ □ 
 
 
15. Wie viel mehr (in Prozent) würden Sie für einen umweltfreundlichen 
Carsharingdienst bezahlen? 
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□  Nichts 
□  1 – 3 % 
□  4 – 6 % 
□  6 – 10 % 
□  11 – 15 % 
□  16 – 20 % 
□  Mehr als 20% 
 
16. Wie wahrscheinlich ist es, dass Sie einen Carsharingdienst, der Elektroautos 
anbietet, nutzen würden? 
 
Nicht wahrscheinlich   Sehr wahrscheinlich 
 
1 2 3 4 5 6 
□ □ □ □ □ □ 
 
 
 
17. In Bezug auf folgende Faktoren, als wie schwierig empfinden Sie die Benutzung 
eines Elektroautos? 
 
Sehr schwierig     Sehr einfach 
 
1 2 3 4 5 6 
Batterie aufladen  □ □ □ □ □ □ 
Das Auto fahren  □ □ □ □ □ □ 
Das Auto parken  □ □ □ □ □ □ 
Mit dem Auto  
unterwegs sein  □ □ □ □ □ □ 
 
 
18. Wie bewerten Sie den Einsatz eines Elektroautos in den folgenden Situationen? 
 
 
Sehr schlecht                        Sehr gut 
 
1 2 3 4 5 6 
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Beim Einkaufen  □ □ □ □ □ □ 
Beim Transportieren  
schwerer Waren □ □ □ □ □ □ 
Für lange Urlaubsreisen □ □ □ □ □ □ 
Für kürzere Urlaubsreisen  
 (Wochenende)  □ □ □ □ □ □ 
Um Freunde zu besuchen □ □ □ □ □ □ 
Um zur Schule/ 
Uni/Arbeit zu fahren □ □ □ □ □ □ 
Um Besorgungen zu machen □ □ □ □ □ □ 
Um in die Stadt zu fahren □ □ □ □ □ □ 
 
 
19. Die Firma“MoveAbout“ bietet ein Carsharing Konzept an, das 
folgendermaßen funktioniert: 
- Buchen Sie online ein Elektroauto für einen bestimmten Zeitpunkt 
- Holen Sie das Elektroauto an der nächsten Ladestation ab und fahren Sie 
los 
- Nachdem Sie Ihr Ziel erreicht haben, geben Sie den Wagen an der 
nächsten Ladestation zurück 
 
Auf einer Skala von 1 bis 6, wie interessant finden Sie das Konzept? 
 
Überhaupt nicht interessant  Sehr interessant 
  
  1 2 3 4 5 6 
  □ □ □ □ □ □ 
 
20. MoveAbout bietet nur Elektroautos an. Wie interessant finden Sie dieses 
Umweltschutzfokus? 
 
Überhaupt nicht interessant      
 Sehr interessant 
 
 1 2 3 4 5 6 
 □ □ □ □ □ □ 
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21. Wie wahrscheinlich ist es, dass Sie das MoveAbout Konzept anderen 
Carsharingdiensten vorziehen würden? 
 
Nicht wahrscheinlich   Sehr wahrscheinlich 
 
 1 2 3 4 5 6 
 □ □ □ □ □ □ 
 
22. Wo würden Sie am liebsten Ladestationen finden? 
 
□  Bahnhof/Haltestelle für Bus oder Straßenbahn etc. 
□  Eigener Arbeitsplatz 
□  In der Innenstadt 
□  Flughafen 
 
 
23. Geschlecht 
 
□  Männlich    
□  Weiblich 
 
24. Alter: 
 
□  18-25 
□  26-35 
□  36-49 
□  50-64 
□  Älter als 65 
 
25. Nationalität: 
 
____________________________________ 
 
26. Welche Beschreibung trifft am besten auf Ihren Wohnort zu?  
 
□  Stadt 
□  Dorf 
□  Ländlich 
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27. Bitte geben Sie den höchsten von Ihnen erreichte Abschluss an 
 
□  Grundschule  
□  Hauptschule/Realschule/Gesamtschule 
□  Berufsausbildung/Berufsfachschule/Fachoberschule/Fachgymnasium/Abitur 
□  Bachelorgrad 
□  Mastergrad 
□  Diplom 
□  Doktorgrad 
 
28. Erwerbsstatus 
 
□  Vollzeit 
□  Teilzeit 
□  Arbeitslos 
□  Ruhestand 
□  Hausfrau/Hausmann/Elternzeit 
□  Vollzeitstudent 
□  Nebenbeschäftigung 
 
29. Wie viele Personen leben in Ihrem Haushalt? 
 
______________________________________________ 
 
 
30. Leben Kinder unter 18 Jahren in Ihrem Haushalt? 
 
□  Ja    
□  Nein 
 
31. Nettoverdient pro Jahr 
 
□  0 – 20 000 € 
□  21 000 – 40 000 € 
□  41 000 – 50 000 € 
□  51 000 – 70 000 € 
□  Mehr als 71 000 € 
